BROOKLYN #1225 STATUS 


TWO TERRITORY REPRESENTATIVES CARRYING CAR STOCK ARE CALLING 
ON APPROXIMATELY 145 MONTHLY CALLS EACH AND CALLING ON AN 
ADDTIONAL 300 CALLS EACH, QUARTERLY. THESE QUARTERLY CALLS 
ARE PRESENTED FULL PRICE PROMOTIONS ONLY, TOLD TO SEEK DORAL 
FROM THEIR WHOLESALERS IN DPC DISPLAYS. IF THEY BUY FROM THE 
REP., THEY ARE CHANGED TO A12 FREQUENCY; IF NOT, TO A00. THEY ARE 
CHARGED WITH SELLING DISPLAYS AND PLACING TWO PIECES OF PDI 
PER CALL. 

ONE TERRITORY REP. POSITION REMAINS OPEN. JIM GUANERI IS 
INTERVIEWING TO FILL AND I HAVE INTERVIEWED TWO PROMISING 
CANDIDATES BOTH OF WHICH FAILED TO PAN OUT. 

THE BROOKLYN REALIGNMENT HAS BEEN COMPLETE FOR ABOUT A- 

MONTH. MINOR ADJUSTMENTS WERE MADE BUT IT WENT VERY 
SMOOTHLY. JOHN FELTMAN WAS MOST COOPERATIVE AND THE FOUR 
RETAIL REPS. SUPPORTING MY SEVEN SALES REPS. WITHOUT STOCK ARE 
DOING WELL. 

A SALES REPRESENTATIVE’S EXPECTATION SUMMARY SHEET IS 
ATTACHED. I WANT TO START THE YEAR CLEARLY DEFINING WHAT I 
EXPECT FROM ALL MY PEOPLE. 

MY PERSONAL OBJECTIVES FOR 1996 ARE: 

1- BE ON THE STREET WITH MY PEOPLE. 

2- ENSURE MY DIRECT ACCOUNTS ARE PARTICIPATING IN ALL OUR 
PROGRAMS TO THEIR MAXIMUM. 

3- MOVE THE NEEDLE AT LEAST A FULL SHARE POINT AND TAKE 
DAVE’S MONEY. 


HAPPY HOLIDAYS AND A SAFE AND PROFITABLE NEW YEAR. 
LEE 


Source: https://www.industrydocuments.ucsf.edu/docs/gyjyOOOO 


51846 9265 


BROOKLYN 1996 SALES REP. 
EXPECTATIONS 


SALES REPS, WITH STOCK 


1- MINIMUM OF 15 CALLS PER DAY(lST QUARTER). 

2- 100% MONTHLY AND QUARTERLY COVERAGE. 

3- IDENTIFY QUARTERLY CALLS THAT WILL BUY. CHANGE TO A12 
FREQUENCY. NON-BUYING QUARTERLY CALLS TO A00. 

4- TELEPHONE CALLS TO RETAILERS TWO DAYS IN ADVANCE TO 
ADVISE OF YOUR FORTHCOMING VISIT. 

5- SELL IN FULL PRICE PRODUCT IN DISPLAYS WITH PROPER AD 
COPY TO DRAW CONSUMER ATTENTION. 

6- PRESENT DORAL 25 CENT OFF DPC DISPLAYS TO ALL ACCOUNTS. 

7- PLACE TWO PIECES OF PDI PER CALL. IDENTIFY PIECES TO DM 
EVERY MONTH. BEGIN TO BUILD PRESENCE. 

8- EVALUATE STORES THAT BUY FOR PACK OUTLET- MC DISPLAYS 
AND SELL IN WHERE IT MAKES GOOD BUSINESS SENSE. 


Source: https://www.industrydocuments.ucsf.edu/docs/gyjyOOOO 


51846 9266 







BROOKLYN 1996 SALES REP. 
EXPECTATIONS 


SALES REPS. WITHOUT STOCK 


1- A MINIMUM OF 8 CALLS PER DAY. 

2- 100% COVERAGE ON ALL MONTHLY CALLS. 

8- SIGNIFICANT EXTERIOR ADVERTISINGS NOT DOMINANCE) IN 
ALL MONTHLY CALLS. 

4-SOME TYPE OF LIT ADVERTISING PIECE IN EVERY CALL. 

FOR #s 3 & 4- YOU SELL IT, RETAIL REPS. OR PTEs INSTALL 

6- ANALYSIS OF EVERY STORE. 

WHAT OPPORTUNITIES 

WHAT BRANDS SELL 

HOW CAN I INCREASE OUR BUSINESS 

IF NOT A SAVINGS ACOUNT, DID I PRESENT DORAL 25 CENT OFF 
HAVE I SET MY GOALS IN THIS STORE HIGH ENOUGH 

6- WHAT WE NEED TO INCREASE BUSINESS IN EVERY CALL. 

PLATFORMS WITH PRIORITY SIGNAGE- LARGE LIT #1 

PROMOTIONS PER PRICE GAP STRATEGY 

EMPHASIS ON FULL PRICE PRODUCT/PLATFORMS 

PROFESSIONAL, STAND OUT AD COPY 

PROPER DISPLAY BRAND LOADS- IF IT SELLS, DISPLAY IT 

7- CAN DO ATTITUDE 

8- COOPERATION WITH RETAIL REPS. TO HELP SF2000 WORK 


Source: https://www.industrydocuments.ucsf.edu/docs/gyjyOOOO 


51846 9267 




